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INTRODUCTION

PRODUCTS DEVELOPED

● Breast cancer remains the second most common cancer
in women in the United States¹.
● The prevalence of breast cancer in Bulloch County is
slightly below the state rate at 124.7 per 100,000 with
217 new cases¹.
● The mission of Eta Sigma Gamma (ESG) is to spread
information about the promotion of healthy
behaviors and disease prevention to college students
through their social media networks².
● ESG supports planning, implementation, and
evaluation of health education programs and resources.

OBJECTIVES
Health post #3

● To create a social media campaign communication plan
for the Georgia Southern chapter of ESG’s Facebook
page that will reach their primary audience.
● To assist ESG in educating and advocating for college
students to understand their risks of breast cancer, to
identify abnormal breast changes, and to increase
annual mammography screening among those eligible.
● To increase breast health awareness, increase early
detection of breast cancer, and reduce mortality rates.

SERVICE ACTIVITIES
● An ESG representative was interviewed. Their mission
and goals were discussed at length.
● Developmental strategies for the plan were shared.
● Three products were designed for the target audience to
post on their Facebook page in October 2022:
■ Healthy Eagles Breast Health - Health post #1
■ Understanding Breast Changes³ - Health post #2
■ Every Second Counts - Health post #3
● Outcomes will be measured by tracking the number
of tags, shares, likes, and comments by the primary
audience on each Facebook post about breast health,
risk factors, symptoms, and health behaviors.

REFLECTION
● Challenges and rewards of this project:
■ It was challenging to develop a comprehensive
social media campaign leveraging all of the
concepts covered in the course while only
developing three products.
■ It reinforced the need to fully understand the
target audience and their social media habits.
■ It was rewarding to receive positive feedback
about the campaign from the beta testers.
● Personal growth as result of this project:
■ Engaging in service learning allowed us to use
our time and talents to advance the mission of
ESG to have a positive impact on the community.
● Recommendations to ESG:
■ Broaden its reach to the primary audience; and
■ Use other social media platforms such as
Twitter, Instagram, and Snapchat for future
campaigns.

REFERENCES

Health post #1
Health post #2

PROGRAM EVALUATION
● The purpose of the program evaluation is to:
■ Monitor the program activities to determine the
eﬀectiveness of the program; and
■ Identify areas to improve program implementation and
promote accountability among ESG stakeholders.
● These evaluation results will help to inform future social
media breast health communication plans and provide
quality improvement recommendations to reach the distinct
target population and stakeholders.
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